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HEGINOMA. ORTICIOI/ 

In the conntry, Mindanao, the principal corn-pr oducing region, 
consists of important trading centers. They facilitate the shipments 
of marketable corn surplus for the local consumptions principally to 
Cebu and other Visayan provinces, Bicol, Manila and to some deficit 
provinces of Mindanao. These trading centers are the terminal outlets 
in Cotabato, Dadiangas, Davao, Iligan, Cagayan de Oro, Ozamis, 

Pagadian and Zamboanga (Figure 1). On the other hand, corn surpluses 
in Luzon are shipped to Manila feed millers and other industries end- 
users through the trade outlets of Batangas, Bicol, Mindoro and Isabela. 
Based on the 1967-69 national corn production, Mindanao accounts for 
61 percent, Visayas 21 percent and Luzon 18 percent. 

Agents in Corn Marketing 

The agents of corn marketing range from the single individual 
buyer to the giant corporation. The former does the local or farm 
assembling, while the latter performs the wholesaling, storing, ware¬ 
housing and milling activities. At the local assembly point, the agents 
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are: the farmers, local essemblers (country buyers, commission 
agents, sub-agents and local wholesalers) and local millers and 
retailers, and consumers. At the terminal markets, the agents are: 
the wholesaler-dealers, wholesaler-millers, dealers of grits, retailers 
and consumers. In Cebu and other major corn markets in the Visayan 
region, similar types of ageits perform marketing jobs like those at 
the terminal outlets. While the feed millers and other industrial-end- 
users of corn as market agents are located mostly in the industrial 
districts in Manila (Luzon) and a number in Cebu City (Visayas). 

The choice of the be3t outlet is relative. For example on the farm 
level, the local assemblers, more than any other type of corx- buyers, 
make readily available to the farmers, money and other"needs" in 
exchange for the latters' harvests. 

Present Patterns of Corn Marketing 

Farm level - Farmers sell corn, either fresh or dried, in the field, 
farmstead and roadside or at the buyer's store or assembly warehouses. 
Generally, corn is sold by the kilo on the cob in Mindanao and by the 
kilo shelled, in other region. Except in Isabela, corn is sometimes 
sold by the cartload, hu3ked or unshusked, the contents of which are 
converted to the kilo basis. Few farmers store their corn because 
of the absence of storage and drying facilities and the immediate need 
for cash. It was found out that about 50 percent of farmer's corn 
especially in Mindanao goes to the trade channels. 
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The present practice of buy-and sell of corn on the farm is 
becoming competitive. Marketing facilities are mostly pio video by 
the buyers to ensure the substantial supply of gra ns and at the end 
develop better mutual relationship vi th the farmers. For example, 
buyers provide transportation, containers and facilities for shelling, 
storage and handing. 

Wholesaling - The distribution of corn is characterized by the 
presence of too many middlemen. Ir. Luzon and Visayas for instance, 
the flow of corn is simpler in the sense that the commodity passes 
through the hands of a few middlemen. On the other hand, the movement 
of corn in Mindanao is more complicated because the commodity passes 
through the hands of many middlemen; 

In the shortest time possible, locally assembled grains are moved 
to the terminal outlets. All costs incurred in moving the products are 
paid by the local buyers. As in marketing on the local markets, the 
traders at the terminal outlets shoulder all marketing costs in shipping 
the corn to Cebu and othe r major markets. 

Retailing - In major retail markets, the distribution of corn is 
usually handled by the RCA^/- approved retailers and ordinary retailers. 
These retailers get their stocks from dealers of grits or directly from 
RCA and non-RCA designated wholesaler-millers. In the local market 
corn is retailed by local millers and retailers. Sometimes imminor 
scale, the farmers directly do the retailing andthe retailers buy the 

corn on a wholesale basis and have it milled later. 

J^Rice and Corn Adminstration (RCA). 

1 cavan - 57 kilos shelled corn. 
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Flow Channel of Corn 

TIb flow channel of corn is complicated. Too man/ ma rketing 

* 

services, facilities and longer distance are required to complete the 
marketing process. The corn undergoes-some degree of transformation 
and processing, which involve a number of marketing agencies and or¬ 
ganizations. Preliminary results indicate that shipment of corn produced 
in Mindanao to Cebu markets involves higher cost3 from farm gates through 
local assemblers to wholesale millers than when the grains are sh : .\ id 
by the wiucttBanle dealers. On the average, the wholesale millers incurred 
?4. 45 per cavan; while the dealers ?3. 78 per cavan (Table 1). Such costs 
are: shelling, drying, bag or container, transportation or freight, handling, 

< N. 

shikage, etc. 

From the Mindanao terminal markets, the corn is channeled to 

tiie different outlets. In 1968, only 24 percent of corn at this market is 

retained for local use; 47 percent shipped to Cebu; 15u percent for other 

Visayan markets and 14 percent for Luzon. However, this picture at 

present is dramatically changed. More corn is consumed locally than 

what is shipped to Cebu and other Visayan and Luzon markets. This is 

due to the permanent and expanding demands for corn as staple food 

and starch processing in Mindanao areas. 

In Cebu, about 37 percent of the milled corn (grits) is consumed 

locally than what is channeled to other corn-eating provinces in the 

Visayas, and Luzon, accounting 52 and 9 percent respectively. It is 

* 

interesting to note that corn grits are frequently shipped back to Mindanao 
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from the principal corn market in Cebu due to the tremendous wholesaling 
opportunities in thi3 market which apparently created a shortage (Figure 2). 
This represents only two percent of total Cebu corn imports. Some 
by-products are absorbed by Cebu and Manila feed mills and other 
Industrial users. A substantial amount of the raw materials used by 
Manila feed millers come from Mindanao ana Luzon while moderate 
amount from Visayas, especially Cebu, These raw materials are supplied 
mostly by wholesaler-millers and wholesaler-dealers sharing 87 and 13 
percent respectively. 
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TABLE 1 


Marketing costs on corn by channel in selected 
provinces , 1968-1969 


(Pesos per cavan of 57 kilo shelleu corn) 


Movements by Buyer 

1 

, Cotabato 

’Davao del 

1 Sur 

1 t 

Bukidnon 

1 1 

Zamb. del Sur 1 
& Ozamis City’ AU 

Farm to Local Assembler 

1.05 

.75 

.34 

.45 .66 

Local assembler to whole¬ 
saler miller 

4. 20 

3.51 

3. 15 

3. 35 3. 55 

or 

Local assembler to whole¬ 
saler dealer 

4.17 

3. 39 

1. 66 

2.40 2. 90 

Wholesale millersJt/to 

Cebu corn trader 

5.52 

4.44 

3. 87 

3. 98 4.45 

Wholesale dealers^/to 
Cebu corn traders 

5.40 

4.32 

2. 38 

3. 03 3.70 


Cebu Corn Traders incurred S'. 18 per cavan on the average 
from wharf to the warehouse. 


TABLE 2 - Grades established for yellow and white corn RCA. 1967 


TT A f* T O P * 

1 

G 

R A 

D E 


r n u x u i\ ^ 

' 1 

2 

3 

4 

5 

1. Purity 

98 

97 

96 

95 

93 

2. Cracked Kernels and 
foreign matter 

2 

* 

4 

5 

7 

3. Kernels of other colors 

2 

3 

4 

5 

5 

4. Demaged Kernels : 

Total damaged 

3 

5 * 

7 

10 

12 

Heat damaged 

0.1 

0.2 

0.5 

1 

3 

5. Immature Kernels 

3 

5 

10 

13 

15 

6. Moisture Content 

14 

15 

16 

18 

20 


* Factor 1 and 2 are based on gross weight; factors 3.to 5 
based on net weight. 


Factors 1 is minimum per ceitage; all others are maximum 
perceitages. 



